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municipal management in foreign countries that results in elimination of 
bureaucracy among managerial staff and imposition of adaptive principles in 
functioning of local governing institutions. 
Generalization of municipal reform in the countries of European Union 
indicates that these states use complex approach to usage of economic 
instruments within municipal management. It facilitates maximal involvement 
the existing reserves for development of municipal entities on basis of flexible 
model of management. Nowadays there is on-going exchange of technologies of 
municipal management within the framework of the process of transfer deeds 
for managerial innovations [7].  
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PECULIARITIES OF CITY BRANDING 
 
Summary. The article discloses main peculiarities of city branding. Considering city as 
an object of marketing, the main specifics of its branding are analyzed and presented in a 
context of place and country branding. The key differences between city and country 
branding are presented.  
Key words: branding, city branding, place marketing. 
 
Problem statement. Global development of tourism as an industry has led 
to the application of principles of marketing for places, cities, regions, or even 
countries. Attempts to apply marketing theory and principles to place have 
become a legitimate area of academic and ‘real world’ practice [11]. Branding 
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is often considered as one of the most common marketing measures used to 
attract consumers. Although the promotion of cities dates back to the 19th 
century, the emergence of concepts such as place marketing, place branding, 
and city branding is relatively new in the academic world [14, 4]. Academic and 
professional interest in city branding has seen a remarkable surge over the last 
decade [6]. 
Considering the necessity for cities to attract tourists from local and distant 
communities, the scientific problem of the research is formulated by a question: 
what are the main principles of city branding? 
Analysis of analogical researches and publications. Tourism has ended 
isolation among countries and cities, prompting the investment of large amounts 
of resources to differentiate locations from competing destinations [4]. City 
branding can be considered as an emerging topic among marketing scholars as 
well as practitioners. Various authors have analysed place marketing [11, 3], 
place branding [8, 10], country branding [12, 13] and city branding [9, 6, 4]; 
however, the scientific literature lacks a clear determination of city branding 
peculiarities. 
The aim of the paper. This research aims to determine the peculiarities of 
city branding in a context of place, country and regional marketing. 
Main study. Considering the peculiarities of place marketing, there might 
be assumed that city branding has its own patterns and specifics. In the past 
place marketing strategies were focused primarily on functional attributes, e.g. 
the beauty of particular environments or advanced infrastructures; however, 
recently, the focus of place marketing has shifted to promoting emotional and 
experiential attractions [7]. Brand has to be adequately supported by such 
intangible elements as values and benefits that characterize its personality [2]. 
However, the contradicting opinions can be found considering city and country 
branding. The researchers emphasize that while country branding by its very 
nature should be based on non-tangible (representational) aspects, in regions 
and city branding main attention has to be paid on distinguishing tangible 
aspects of a place [5]. Moreover, cities should leverage more functional aspects 
of brand identity [1].  
Conclusions. Considering an intensifying global competition for tourists, 
it becomes an obligatory for a city to create its own face and personality. The 
most common way for becoming exceptional and easy recognizable is branding. 
Achieving city branding to be successful, it is necessary to find the functional 
attributes as the utilitarian aspects of the city. 
References 
13. Caldwell, N., The differences between branding a country, a region and a 
city: Applying the Brand Box Model / N. Caldwell, J. R. Freire // Brand 
Management. – 2004. – V. 12. - № 1. – P. 50-61.  
14. Datzira-Masip, J. Brand architecture management: The case of four tourist 
destinations in Catalonia / J. Datzira-Masip, A. Poluzzi // Journal of Destination 
Marketing & Management. – 2014. – V. 3. - № 1. P. 48-58. 
 136 
15. Eletxigerra A. Place marketing examined through a service-dominant logic 
lens: A review / Eletxigerra, A., Barrutia, J. M., Echebarria, C. // Journal of 
Destination Marketing & Management. – 2017. - In press. 
16. Gómez M. City branding in European capitals: An analysis from the visitor 
perspective / M. Gómez, A. C. Fernández, A. Molina, E. Aranda // Journal of 
Destination Marketing & Management. – 2018. – V. 7.- P. 190-201. 
17. Herstein, R. A country as a brand: Israel’s evolving branding strategy / R. 
Herstein, R. Berger // Journal of Brand Strategy. – 2013. – V. 2. - № 2. P. 177-
186. 
18. de Jong M. Explaining city branding practices in China’s three mega-city 
regions: The role of ecological modernization / M. de Jong, Y. Chen, S. Joss, H. 
Lu, M. Zhao, Q. Yang, Ch. Zhang // Journal of Cleaner Production. - 2018. – V. 
179. – P. 527-543. 
19. Konecnik Ruzzier, M. Developing and applying a place brand identity 
model: The case of Slovenia / M. Konecnik Ruzzier, L. de Chernatony // 
Journal of Business Research. – 2013. – V. 66. - № 1. - P 45-52. 
20. Martínez-Expósito, A. Elements of place and nation branding in Ocho 
apellidos vascos (2014) / A. Martínez-Expósito // International Journal Of 
Iberian Studies. – 2017. – V. 30. - № 3. – P. 183-197. 
21. Melović, B., City-brand building - from city marketing to city branding / 
B. Melović, S. Mitrović, A. Djokaj // Zbornik Radova Ekonomskog Fakulteta U 
Istocnom Sarajevu. – 2017. – V. 14. – P. 51-59. 
22. de Noronha, I. Confused branding? An exploratory study of place branding 
practices among place management professionals / I. de Noronha, J. A. Coca-
Stefaniak, A. M. Morrison // Cities. – 2017. – V. 66. – P. 91-98. 
23. Parker C. Back to basics in the marketing of place: the impact of litter upon 
place attitudes / C. Parker, S. Roper, D. Medway // Journal of Marketing 
Management. – 2015. – V. 31. - № 9-10 – P. 1090-1112. 
24. Skoko, B. Communication Strategies and Branding Attempts of Selected 
Countries Created upon the Disintegration of the Former Yugoslavia / B. Skoko 
// Sociologija I Prostor (Sociology & Space). – 2017. – V. 55. - № 1. – P. 5-31. 
25. Sun, Q. Country Resources, Country Image, and Exports: Country 
Branding and International Marketing Implications / Q. Sun, A. K. Paswan, M. 
Tieslau // Journal Of Global Marketing. – 2016. – V. 29. № 4. – P. 233-246. 
26. Zenker S. Measuring brand image effects of flagship projects for place 
brands: The case of Hamburg / S. Zenker, S. C. Beckmann // Journal of Brand 
Management. – 2013. – V. 20. - № 8. – P. 642–655. 
 
 
 
 
 
 
 
